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Abstract 
 
Although the branding literature commenced during the 1940s, the first publications 
related to destination branding did not emerge until half a century later. A review of 
74 destination branding publications by 102 authors from the first 10 years of 
destination branding literature (1998-2007) found at least nine potential research 
gaps warranting attention by researchers. In particular, there has been a lack of 
research examining the extent to which brand positioning campaigns have been 
successful in enhancing brand equity in the manner intended in the brand identity. 
The purpose of this paper is to report the results of an investigation of brand equity 
tracking for a competitive set of destinations in Queensland, Australia between 2003 
and 2007. A hierarchy of consumer-based brand equity (CBBE) provided an effective 
means to monitor destination brand positions over time. A key implication of the 
results was the finding that there was no change in brand positions for any of the five 
destinations over the four year period. This leads to the proposition that destination 
position change within a competitive set will only occur slowly over a long period of 
time. The tabulation of 74 destination branding case studies, research papers, 
conceptual papers and web content analyses provides students and researchers with a 
useful resource on the current state of the field. 
 
Key words: destination branding, consumer-based brand equity, short breaks, 
destination image, destination positioning 
 
Introduction 
Ever since the brand literature commenced in the 1940s (see for example Guest, 
1942), there has been consistent recognition that branding offers organisations a 
means for differentiation in markets crowded with similar offerings (Gardner & Levy 
1955, Aaker 1991, Keller 2003, Kotler et al 2007). For destinations, effective 
differentiation is critical given the increasingly competitive nature of tourism markets, 
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where many places offering similar features are becoming substitutable (Pike, 2005). 
For example, around 70% of international travellers visit only 10 countries, leaving 
the remainder of national tourism offices (NTOs) competing for 30% of total 
international arrivals (Morgan, Pritchard & Pride, 2002). The pursuit of differentiation 
is explicit in brand definitions, which have most commonly been variations of that 
proposed by Aaker (1991, p. 7): 
 
A brand is a distinguishing name and/or symbol (such as a logo, 
trademark, or package design) intended to identify the goods or 
services of either one seller or a group of sellers, and to differentiate 
those goods from those of competitors. 
 
However, in the foreword to the first issue of Place Branding and Public Policy, 
editor Simon Anholt (2004, p. 4) suggested “almost nobody agrees on what, exactly, 
branding means” in describing place branding practice as akin to the Wild West. 
There has been a lack of consistency in defining what constitutes destination 
branding, both within industry and within academia (see Park & Petrick 2006, Blain, 
Levy & Ritchie 2005, Tasci & Kozak 2006). The most comprehensive definition to 
date has been that proposed by Blain, Levy & Ritchie (2005, p. 337), which followed 
Berthon, Hulbert & Pitt’s (1999) model of the functions of a brand from both the 
buyer and seller perspectives: 
 
Destination branding is the set of marketing activities that (1) support 
the creation of a name, symbol, logo, word mark or other graphic that 
readily identifies and differentiates a destination; that (2) consistently 
convey the expectation of a memorable travel experience that is 
uniquely associated with the destination; that (3) serve to consolidate 
and reinforce the emotional connection between the visitor and the 
destination; and that (4) reduce consumer search costs and perceived 
risk. Collectively, these activities serve to create a destination image 
that positively influences consumer destination choice. 
 
Branding is therefore considered mutually beneficial from both the supply and 
demand perspectives. Enhancing the ability of the brand to differentiate effectively 
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can generate advantages for products and services, such as increased purchase intent 
(Cobb-Walgren, Beal & Donthu, 1995), lower costs (Keller, 1993), increased sales, 
price premiums, and customer loyalty, (Aaker 1991, 1996). Advantages for 
destination marketing organisations (DMO) include increased potential to 
differentiate against places offering similar benefits, increased destination loyalty and 
increased yield for stakeholders such as local tourism businesses and travel 
intermediaries. Benefits for the traveller include ease of decision making through 
reduced search costs, reduced risk, and possibly enhanced brag value.  
 
The focus of most research reported to date has been concerned with the development 
of destination brand identities and the implementation of campaigns (see for example, 
Crockett & Wood 1999, Hall 1999, May 2001, Morgan, Pritchard & Piggot 2002). 
One area requiring increased attention is that of tracking the performance of 
destination brand positions over time. That is, the extent to which destination brands’ 
positioning and re-positioning campaigns have been effective in enhancing brand 
equity consistent with that intended in the brand identity. This is an important gap in 
the tourism literature, given: i) increasing competition (see Morgan, Pritchard & 
Pride, 2002), ii) the increasing level of investment by destination marketing 
organisations (DMO) in branding since the 1990s, iii) the complex political nature of 
DMO brand decision-making and increasing accountability to stakeholders (see Pike, 
2005), and iv) the long-term nature of repositioning a destination’s image in the 
market place (see Gartner & Hunt, 1987). In terms of metrics for DMOs in general, a 
number of researchers in various parts of the world have pointed to a lack of market 
research monitoring effectiveness of destination marketing objectives, such as in 
Australia (see Prosser et. al 2000, Carson, Beattie & Gove 2003), North America 
(Sheehan & Ritchie 1997, Masberg 1999), and Europe (Dolnicar & Schoesser 2003).  
 
The aim of this study was to track the brand positions held by a competitive set of 
near-home destinations between 2003 and 2007. For this purpose the efficacy of a 
hierarchy of consumer-based brand equity (CBBE) was trialled. CBBE was first 
promoted by Aaker (1991, 1996) and more recently by Keller (1993, 2003) to 
supplement traditional balance sheet brand equity measures. The rationale 
underpinning CBBE as a brand performance metric is that consumer perceptions of 
the brand underpin any financial estimate of future earnings estimated in the financial 
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measure of brand equity. Since a financial balance sheet brand equity measure will be 
of little practical value to destination marketers, the concept of CBBE is worthy of 
consideration by DMOs. However, the potential of CBBE for destinations has only 
recently attracted the attention of academic researchers (see Konecnic & Gartner 
2007, Boo, Busser & Baloglu 2009).  
 
Literature review 
The first papers on branding appeared in the marketing literature during the 1940s 
(see for example Guest, 1942). The growth in interest in the field was evidenced 
during the second half of the 20th century, when an estimated 766 major publications 
by 789 authors were published (Papadopolous 2002, in Anholt 2002). The first journal 
article explicitly concerned with research relating to the branding of destinations was 
Dosen, Vransevic and Prebezac’s (1998) analysis of the appropriateness of Croatia’s 
brand.  During the same year, the first destination branding case study journal article, 
Pritchard and Morgan’s (1998) analysis of the brand strategy for Wales, was 
published. Prior to this time research related to aspects of what is now regarded as 
destination branding had been reported, such as: destination image (for reviews see 
Gallarza, Saura & Garcia 2002, Pike 2002), destination positioning (Woodside 1982, 
Chacko 1997, Reich 1997), and destination slogans (see Pritchard 1982, Richardson 
& Cohen 1993, Klenosky & Gitelson 1997). However, at the time these were not 
explicitly in the context of branding.  
 
Gnoth (1998) suggested that the special track on ‘Branding tourism destinations’ he 
convened at the 1997 American Marketing Science conference, which attracted four 
papers, represented the first meeting of practitioners and academics on the topic. The 
following year, the Tourism & Travel Research Association (TTRA) conference, 
which was themed ‘Branding the travel market’, featured eight destination branding 
papers. In 1999 the conference of the TTRA’s European Chapter, themed ‘Destination 
marketing’, featured a destination branding track. The 2005 initiative of Macau’s 
Instituto De Formacao Turistica (IFT), in conjunction with Perdue University, to 
convene the first conference dedicated to destination branding, attracted 100 delegates 
from 22 countries. The conference was again staged in 2007, with the intent to hold 
the meeting biennially (see Dioko, Najarro & So 2005, 2007). 
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Destination branding texts did not emerge until the new millennium. The first were 
Morgan, Pritchard and Pride’s (2002, 2004) edited volumes of predominantly case 
studies and conceptual papers. These have since been followed by Donald and 
Gammack’s (2007) research-based analysis of city branding for Sydney, Hong Kong 
and Shanghai in the context of tourism and film traditions, and Baker’s (2007) 
practitioner perspective on branding for small cities in North America. Destination 
marketing texts that include destination branding chapters include Pike (2004a, 2008). 
 
The first journal special issue on destination branding was published in the Journal of 
Vacation Marketing (1999, Vol 5, 3). This has since been followed by Tourism 
Analysis (2007, Vol 12, 4). Also, a special issue on place branding was published in 
the Journal of Brand Management (2002, Vol 9, 4-5). 
 
Given the increasing level of interest in this emerging field, it is timely to review the 
nature of the first 10 years of research published. The purpose of the review was to 
analyse the range of topics covered in refereed journal articles and edited book 
chapters, and in doing so identify potential research gaps. Conference papers are not 
included. The focus of the paper is the field of tourism destination branding, as 
opposed to place branding per se. It has been argued that branding destinations for 
tourism purposes limits inclusivity of the wider range of stakeholders of place (see for 
example Kerr, 2006), although Gnoth (2002) developed a model for leveraging export 
brands though tourism destination branding. This paper does not include place 
branding research publications, for which the journal Place Branding and Public 
Diplomacy was launched in 2004. The field of place branding encompasses a broader 
scope outside tourism, such as public policy, export trade, economic development, 
historical, sporting and cultural dimensions of which nations are constituted. For a 
brief overview of the emerging place branding literature, see Dinnie (2004), who 
argued academics have been slow to follow what has been a practitioner-led domain. 
 
The literature search identified 74 destination branding publications by 102 authors, 
published between 1998 and 2007. These were categorized as: i) case studies, ii) 
conceptual papers, iii) research based papers, and iv) web content analyses. The most 
popular type of destination branding paper has been cases. Such cases are valuable for 
bridging the ‘divide’ (see Pike, 2008, pp. 7-8) that exists between tourism 
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practitioners and academics. In this regard, Simon Anholt (2004), editor of Place 
Branding and Public Diplomacy, who is also an experienced branding practitioner, 
has described the real world of international branding as a “bloody business”, in 
comparison to the academic perspective. Table 1 summarises 33 papers that can 
generally be categorised as case studies. It should be noted that these papers are not 
necessarily reporting a rigorous case study methodology as proposed by Yin (2002). 
Nonetheless, one of the strengths of this section is the collection of papers written 
from the practitioner perspective. These provide rich insights to the real world of 
brand development at national, state and local levels, in the UK, USA and Australasia. 
As can be seen, the most common focus of interest has been reporting brand strategy 
development.  
 
Table 2 summarises 28 research publications, which feature international studies at 
national tourism organisation (NTO), state tourism organisation (STO), regional 
tourism organisation (RTO) and convention and visitor bureau (CVB) levels. These 
studies report aspects of both the supply side interest in brand development, and the 
demand side of market perceptions. In doing so these provide rich insights into the 
complexity and practical challenges inherent in the branding of places as destinations.  
 
Table 3 summarises the focus of 10 conceptual papers, which deal primarily with 
issues related to brand development. An emerging area of destination branding 
research in recent years has been content analysis of  DMO websites. Table 4 
summarises the focus of three such papers. The move towards the development of 
corporate websites for dissemination of information by DMOs to stakeholders has 
created a new resource for researchers, both in terms of access to secondary data and 
opportunities for content analysis of destination brand documentation. 
 
TABLE 1 ABOUT HERE 
TABLE 2 ABOUT HERE 
TABLE 3 ABOUT HERE 
TABLE 4 ABOUT HERE 
 
Three sequential streams of literature were apparent, as highlighted in Figure 1. The 
first relates to brand identity development, which is the first stage of the destination 
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branding process. Activities primarily have an internal focus on clarifying the desired 
image in the market. The second stage in destination branding is positioning the brand 
in the market to achieve the desired brand identity. These activities are therefore the 
most high profile in terms of representing the public face of the brand. The third 
stream of literature is that related to measuring the performance of the brand. Brand 
equity is a both a measure of the success of the brand positioning in achieving the 
desired brand identity, as well a predictor of future performance. 
 
FIGURE 1 ABOUT HERE 
 
The first decade of destination branding literature provides a rich resource for 
practitioners and researchers, particularly in the area of destination brand identity and 
strategy development. However, while much progress has been made in the past 
decade through the 74 publications, the field remains in its infancy. The review 
identified nine potential research gaps: 
 
Brand identity 
 
1. In depth case studies of the politics of destination brand decision making. 
Admittedly, gaining access to key decision makers, such as at DMO board of 
directors’ meetings and DMO/advertising agency briefing sessions, is a major 
barrier to ethnographic studies of decision making in practice.  However, little has 
been reported to enhance understanding of the effects of local industry politics in 
the governance of organisations that are in many cases public-private partnerships. 
 
2. Destination brand umbrella strategies. There has been little attention given to 
the issue of the extent to which umbrella brand strategies are being implemented, 
and whether or not they have been successful. Umbrella branding refers to the 
linkages and synergies in the development of strategies by the NTO and 
STOs/RTOs, and also between the DMO and stakeholders. 
 
3. Involvement and ‘buy in’ of the host community.  The host community should 
generally be regarded as active participants of local tourism, both as hosts of 
visiting friends or relatives, and as occasional local tourists. To what extent does 
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the tourism brand identity represent local residents’ ‘sense of place’?  Afterall, it 
is critical that a brand identity is truthful. This issue has been raised by Henderson 
(2000a, 2000b, 2007), whose analyses of Singapore’s destination branding found a 
disconnect between the DMO’s new theme and the views of the local community. 
 
Brand positioning 
 
4. The extent to which destinations are able to generate different brand 
positioning strategies to suit the needs of different markets. One of the greatest 
challenges facing DMOs is navigating the often fiercely parochial local tourism 
industry politics in the design and implementation of a narrow brand positioning 
proposition, from a diverse and often eclectic range of attractions, cultures, 
amenities and geography, which will be meaningful in heterogeneous markets. 
The 2006 Australian ‘Where the bloody hell are you?’ brand proposition, later 
described by Prime Minister Kevin Rudd as a “rolled gold disaster” (see Russell, 
2008, p.13), is one example of a generic theme that proved unsuitable in a number 
of important markets, and was ditched in 2008. A further complication is that 
those attributes determining destination preferences might differ between different 
travel situations, and there has been a lack of research testing this proposition.  
 
Brand equity 
 
5. Involvement and ‘buy-in’ of the tourism industry. In addition to researching 
consumer-based brand performance, there is a need to understand the extent to 
which destination brand campaigns enhance the competitiveness of business-
related stakeholders by representing their often diverse perspectives and interests. 
These include local tourism businesses as well as key travel intermediaries such as 
wholesalers and specialist retail agencies.  
 
6. The extent to which customer relationship marketing (CRM) is used to 
stimulate increased loyalty and repeat visitation. Since Oppermann’s (2000) 
well cited observation that there had been a dearth of research about destination 
loyalty, there continues to be a lack of understanding. One way forward in this 
regard however is the recent interest in the structural modelling of CBBE (see 
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Konecnic 2006b, Konecnik & Gartner 2007), which features destination loyalty as 
a latent variable. The rationale for CRM as a potentially efficient use of scarce 
marketing communication resources has been well documented in the marketing 
literature. However, an exploratory investigation of RTOs in Australia (Pike, 
2007a) found that while the destination marketers acknowledged the potential of 
visitor relationship marketing (VRM), none were able to implement such 
initiatives due to the practical challenges of engaging in meaningful dialogue with 
so many visitors, with whom they do not have any direct contact. 
 
7. The effectiveness of brand slogans and logos. It has been suggested destination 
promotion has seen few creative ideas, and that most campaigns fail to achieve 
anything more than ‘ephemeral indifference’ (Gold & Ward, 1994), in that they 
are likely to be short lived, and not effectively differentiate the destination from 
competing places offering similar benefits. While there has been a small stream of 
research in this area (see for example Pritchard 1982, Richardson & Cohen 1993, 
Klenosky & Gitelson 1997, Pike 2004b), more attention is required to effectively 
test Gold and Ward’s proposition, and therefore guide DMOs on slogan success 
factors, given almost every destination uses a slogan as the focus of positioning. 
 
8. Brand licensing revenue as an alternative funding source. DMOs are usually at 
the mercy of political masters for long term funding, be it by way of government 
grants or bed taxes. Also, given the difficulties of membership-based funding 
schemes (see Bonham & Mak, 1996), alternative revenue sources are of interest. 
The opportunity to develop brand licensing revenue, such as that proposed by the 
Florida STO (see Marketing News 29/9/97) might be such a proprietary asset with 
potential that warrants attention by researchers.   
 
9. Measurement of destination brand performance effectiveness over time. This 
is particularly important for strategies involving rebranding and repositioning, 
given Gartner and Hunt’s (1987) proposition that image change for a destination 
takes place over a long period of time. The concept of consumer-based brand 
equity (CBBE), proposed by Aaker (1991, 1996) and Keller (1993, 2003), which 
has recently attracted interest as a destination brand performance measure (see 
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Konecnik 2006b, Konecnik & Gartner 2007) is likely to have increasing appeal in 
the future.  
 
The focus of the project is destination brand equity. This research was concerned with 
addressing the lack of research reported about benchmarking and tracking brand 
positions over time. The traditional corporate approach to meausring brand equity is 
estimating the intangible financial net-present-value of future earnings. Financial 
valuation is irrelevant if no underlying consumer-based value of the brand has been 
established (Keller, 1993). A more practical method of analysing destination brand 
performance by DMOs is the CBBE hierarchy, proposed by Aaker (1991, 1996) and 
championed by Keller (1993, 2003). CBBE places emphasis on market perceptions, 
and provides a link between past marketing efforts and future performance. For 
DMOs, the hierarchy addresses the key aspects of the destination branding definition 
by Blain, Levy and Ritchie (2005, p. 337), which was included in the introduction. 
 
At the foundation of the CBBE hierarchy is brand salience, which represents the 
strength of the brand’s presence in the mind of the target. The goal should be more 
than achieving general awareness per se, but to be remembered for the right reasons 
(Aaker, 1996). For example, does the destination come to mind when thinking about a 
given travel situation? Studies have shown that of all the destinations an individual is 
aware of, they will limit serious consideration in the decision process to small set of 
four plus or minus two destinations. Destinations not positioned in the consumer’s 
decision set are therefore at a competitive disadvantage. Brand associations, which 
aid the consumer’s information processing, have been defined as “anything ‘linked’ in 
memory to a brand” (Aaker, 1991, p. 109). The aim should be to increase familiarity 
with the brand through repeated exposure and strong associations with the product 
category (Keller, 2003). Keller argued brand associations need to be strong, 
favourable and unique, in that order. The latter point dictates the measurement of 
associations needs to be within the context of a competitive set of brands (see Hooley, 
Saunders & Peircy, 2004). The highest level of the hierarchy is brand loyalty, which 
manifests in intent to visit, repeat visitation and word of mouth referrals.  
 
A characteristic of a latent variable from a research participant’s perspective is that it 
is not constant (DeVellis, 2003). A key construct of interest in this regard is 
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‘destination image’, which is representative of the brand associations component of 
CBBE, and is one of the most published topics in the tourism literature. It might be 
expected that, for an individual consumer-traveller, some aspect of the destination’s 
image will change over time, as well as between different travel situations (Barich & 
Kotler 1991, Crompton 1992). Therefore it is important in destination positioning 
research to explicitly identify the travel situation in which the research participant is 
expected to make judgements. The travel situation of interest in this project was a 
short break holiday by car, defined as a trip of between 1 and 4 nights away. Short 
breaks have emerged as one of the fastest growing travel segments in many parts of 
the world in recent years. For example, Vanhove’s (2005) analysis of gross holiday 
participation data for countries in Europe between 1990 and 2002 identified a trend 
towards a decrease in general holiday participation, but an increase in short break 
activity. Similarly, in Australia, domestic tourism growth has stagnated over the past 
20 years, with a noticeable trend towards shorter stays (Tourism Research Australia, 
2008). Tourism Research Australia predicted average domestic trip duration to further 
decline from 3.9 nights in 2006 to 3.3 nights in 2020. 
 
The aim of the study was to benchmark the market positions of a competitive set of 
destinations at one point in time (2003), and then compare their positions at a later 
point in time (2007).  
 
Method 
The research involved two questionnaires distributed to Brisbane residents in 2003, 
and another in 2007. The 2003 study was undertaken longitudinally, with two 
questionnaires distributed three months apart. The first questionnaire was mailed in 
April to a systematic random sample of 3000 Brisbane households selected from the 
telephone white pages. The purpose was to investigate characteristics of short breaks, 
including unaided destination preferences to identify the competitive set of 
destinations, and attribute importance. A total of 523 completed questionnaires were 
received, representing a useable response rate of 19%. The second questionnaire was 
mailed in July to the 486 participants who indicated a willingness to participate in 
further research. This generated 308 completed questionnaires, representing a useable 
response rate of 63%. The purpose of this stage was twofold. The first was to analyse 
the association between stated destination preferences and actual travel. This aspect of 
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the research has been previously reported (Pike, 2006). A competitive set of near-
home destinations was selected for the study, on the basis they would:  i) be more 
familiar to research participants, ii) provide realistic opportunities for repeat 
visitation, and iii) represent a realistic decision set from which actual consumer 
choices are made. The geographic market of interest is Brisbane, which is the state 
capital of Queensland, Australia.  
 
The CBBE hierarchy was operationalised similarly in 2003 and 2007.  Brand salience 
was measured by two unaided awareness questions to identify i) each participant’s top 
of mind awareness (ToMA) destination, and ii) the other destinations in their decision 
set. Brisbane is the main source of visitors for each of the five destinations. The 
destinations elicited represent a mix of established and emerging destinations. For 
brand performance measurement purposes they have been defined by regional tourism 
organisation (RTO) boundaries: Gold Coast, Sunshine Coast, Northern New South 
Wales, Fraser Coast, and Bundaberg and the Coral Coast. Four of these RTOs are 
officially recognised by Tourism Queensland the state tourism organisation (STO), 
and one by Tourism New South Wales. Tourism Queensland provides financial 
assistance to these four RTOs, much of which has been directed towards destination 
branding initiatives. It should be noted that the Gold Coast RTO does not target the 
Brisbane market in marketing communications. Tourism Gold Coast prefers to direct 
resources to more distant markets, and encourages local tourism businesses to target 
the Brisbane market directly. The second question was to identify brand equity 
benchmarks for the five destinations. The 2007 questionnaire was again mailed in 
April to a new systematic random sample of 3000 Brisbane households selected from 
the telephone directory.  
 
Brand associations were measured by asking participants to rate the perceived 
performance of each destination, across 22 cognitive scale items, and two affective 
scale items. The cognitive items were selected from a combination of literature review 
and group interviews with Brisbane residents. These were measured using a seven-
point scale. A ‘don’t know’ option was provided alongside each scale item. Affect 
was measured using seven point semantic differential scales, selected from Baloglu 
and Brinberg (1997). In a separate section participants were also asked to rate the 
importance of each attribute, to enable importance-performance analysis (see Martilla 
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& James, 1977). Brand loyalty was measured by three questions in 2007. The first 
asked participants to indicate whether they had previously visited each destination.  
The second, which was not used in 2003, asked participants to indicate the extent to 
which they would recommend each destination to friends, using a seven point scale. 
The third, which was used in 2003, asked participants to indicate the likelihood of 
visiting each destination in the following 12 months, using a seven point scale 
anchored at ‘Definitely not’ (1) and ‘Definitely’ (7). The back page of the 
questionnaire booklet was left blank, except for one open ended question asking 
participants if they had any comments to offer on how Queensland destinations could 
improve. All participants were offered the opportunity to enter a prize draw for 
accommodation at a mystery short break destination. 
 
Results 
The 2007 survey generated 447 completed questionnaires, representing a useable 
response rate of 17%, which was similar to the 19% obtained in April 2003. While 
this was not a longitudinal study, the characteristics of the 2003 and 2007 samples 
were similar, as shown in Table 5, and also generally comparable to the characteristics 
of the 2001 Brisbane Census population. The exceptions were a higher ratio of 
females and lower ratio of those aged 18-24 years. 
 
TABLE 5 ABOUT HERE 
 
The characteristics of short breaks by car were similar in 2003 and 2007. The data 
shows that such trips represent an activity of interest to participants. For example, 
both the 2003 and 2007 samples indicated taking an average of three short breaks by 
car per year. The mean importance for taking a short break each year, on a seven point 
scale, was 6.3 in both 2003 and 2007. In 2003, 62% had taken a short break in the 
previous three months, while in 2007, 86% had taken a short break in the previous 12 
months. 
 
Destination brand salience 
In both 2003 and 2007, over 120 destinations were elicited in response to the unaided 
preferred destination question. In both studies the most popular destination was the 
Sunshine Coast, elicited by 45.1% of participants in 2003 and 43.9% in 2007. 
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Following in popularity were: Gold Coast (18.8% in 2003, 16.4% in 2007), Northern 
NSW (11.1%, 14.5%), Fraser Coast (6.4%, 5.5%), Coral Coast (2.1%, 1.4%), ‘other’ 
(16.5%, 16.3%). Again the results were consistent, and show little change in 
preferences between 2003 and 2007. In 2003 the mean number of destinations elicited 
in participants’ decision sets was 3.8, while the 2007 mean was 3.1. The 2003 
longitudinal stage identified a positive relationship between stated destination 
preferences and actual travel. The implication is that those destinations not included in 
decision sets are less likely to be selected in the short term. The difficulty for a 
destination to stand out from so much local competition is summed up by the 
following comment: Most holiday places are based nearby the beach. This makes 
them very similar (Participant #3). 
 
Destination brand associations 
Table 6 shows the 2007 importance and performance ratings for the cognitive scale 
items. The Cronbach alpha for attribute importance was .79. The 2003 and 2007 data 
sets were pooled to enable independent-samples t-tests for the attributes common to 
both questionnaires. There was no significant improvement in perceived performance 
for any of the destinations on any item. 
 
TABLE 6 ABOUT HERE 
 
Given the closeness of many of the destination performance items, and to provide 
more meaningful positioning analysis, factor-analytic importance-performance 
analysis was used. In the initial exploratory factor analysis using Principal 
Components Analysis with a varimax rotation only one variable (Suitable 
accommodation) did not correlate with any other variables at the .3 level. Following 
Child (1970), the cleanest rotated solution was obtained by omitting four variables: 
‘Suitable accommodation’, ‘Within a comfortable drive’, ‘Beautiful scenery’, and 
‘Lots to see/do’. This solution generated five factors that explained 59.1% of variance. 
The Kaiser-Meyer-Olkin Measure of Sampling was .75 and Bartlett’s Test of 
Sphericity was significant (p = .000). The five factors, each of which represent a 
positioning option, are highlighted in Table 7.  
 
TABLE 7 ABOUT HERE 
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The means for the importance and destination performance for each factor are shown 
in Table 8. These results are plotted onto an Importance-performance grid in Figure 2 
to highlight positions held by each destination on each factor. As can be seen, the 
Sunshine Coast rated first on Factors 2 (Beach), 3 (Outdoor activity), and 5 
(Affordable). The Gold Coast rated first on Factor 1 (Upmarket), while the Coral 
Coast rated first for Factor 4 (Escape). It is proposed that these represent positioning 
opportunities for each destination. 
 
TABLE 8 ABOUT HERE 
FIGURE 2 ABOUT HERE 
 
 
Table 9 shows the mean affect scores for each destination. The first figure is the 2003 
score. Independent samples t-tests again identified no significant improvement for any 
destination between 2003 and 2007. These results highlight differences between the 
Sunshine Coast and Gold Coast as being more arousing than the other destinations. 
 
TABLE 9 ABOUT HERE 
 
Destination brand loyalty 
The number of participants who had previously visited their ToMA destination was 
92% in both 2003 and 2007. This has implications for those destinations with low 
levels of previous visitation. For example, there was a low level of usage of the ‘don’t 
know’ option provided in the attribute ratings scales, except in the case of the Coral 
Coast. This emerging destination attracted around 30% ‘don’t know’ usage for each 
destination performance item. This indicated a lack of awareness of the destination’s 
features, which is consistent with the low level of previous visitation relative to the 
other destinations. Previous visitation levels, which were consistent with the 
destination ratings, are highlighted in Table 10.  Participants were asked to indicate 
the extent to which they would recommend each destination to friends, on a seven-
point scale, anchored at ‘Definitely not’ (1) and ‘Definitely’ (7). The highest mean 
was for the Sunshine Coast (5.8), followed by Northern NSW (4.8), Fraser Coast 
(4.8), Gold Coast (4.4), and Coral Coast (3.9). The second question asked participants 
to indicate likelihood of visiting each destination within the next 12 months. As 
shown in Table 10, this was the only section where results were inconsistent between 
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the 2003 and 2007 samples. However, the results were again consistent with the other 
data. 
 
TABLE 10 ABOUT HERE 
 
A total of 95 of the 447 participants (21%) in 2007 provided comments. Basic content 
analysis identified ‘pricing/packages’ (32 comments) and ‘accommodation issues’ (21 
comments) as the most popular themes. Other themes elicited from at least 10 
participants included ‘advertising’, ‘family needs’ and ‘touristy/overdevelopment’. 
The issues were generally consistent with those raised by the 2003 participants.  
 
Conclusions 
It has been argued destinations are tourism’s biggest brands (Morgan, Pritchard & 
Pride, 2002). Given the increasing levels of investments being made by DMOs at 
NTO, STO, RTO and CVB levels around the world, and the extent that a destination’s 
umbrella theme must somehow represent the interests of a diverse range of active 
stakeholders, it is surprising that academic interest in the field has not been stronger. 
While there were 102 authors associated with the 74 publications tabled in the 
literature review, the majority contributed to only one paper. It is hoped that more 
attention will be directed by academic researchers to the nine potential research gaps 
proposed. It is anticipated the tabulation will provide tourism students and 
practitioners with a practical guide to the progress in research related to the 
development, implementation and measurement of destination brands. The literature 
review highlights the narrow focus and lack of depth of research across branding 
issues and therefore creates a strong, clear platform for enhancing the depth and 
breadth of research in this area. Researchers and students should be encouraged to 
build on aspects of the previous studies to enhance our understanding of key concepts 
and models across different geographic settings and travel contexts. The lack of study 
replications in this field is symptomatic of a wider problem in the tourism literature. 
Editor of Tourism Management, Professor Chris Ryan, recently raised this issue with 
the TRINet discussion list (30/7/08), by citing comments by Professor Doug Pearce in 
1991 that there had been a general lack of comparative research in the tourism field. 
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The results in this study of near home destinations found that their short break market 
positions did not change over a four year period. There was little evidence of any 
change in brand equity components for each of the five destinations between 2003 and 
2007. Each of the five destinations had launched a new brand positioning theme 
during the 2003-2007 period. However, space prohibits a separate analysis of the 
strategies and tactics employed by the RTOs. Nevertheless, the findings suggest that 
whatever marcom was used by each RTO, their short break market positions remained 
constant during this period. Rebranding and repositioning a destination’s image in the 
marketplace is therefore likely to require a significant and long term investment in 
resources. Researchers should be careful about recommending the use of rebranding 
and repositioning strategies for DMOs at all levels, but in particular for those with 
limited resources. In this study the destinations of interest included four well known 
destinations and one emerging destination, each within a comfortable driving distance 
for a short break. For example the Gold Coast and Sunshine Coast are within a one 
hour drive of many Brisbane residents, while the other three are between 1.5 and 4 
hours. It is suggested then that if position change is difficult for such contiguous 
destinations, the magnitude of the challenge will increase exponentially for more 
distant and lesser known places.  
 
The objective of any brand positioning should be to reinforce the one or few 
determinant attributes for which the destination is already perceived positively and 
competitively. For example, while the emerging destination in this study, the Coral 
Coast, rated lowest in terms of previous visitation and decision set membership, a 
leadership position is held in the ‘Escape’ dimension. This represents a positioning 
approach that is not explicit in the brand launched in 2003, which is Take time to 
discover Bundaberg and Coral Coast. Politically however, justifying changes to a 
destination brand is challenging due to the complex nature of stakeholder 
relationships and DMO decision making at a governance level. DMOs are 
accountable to a diverse range of active and passive publics such as a board of 
directors, tourism sector groups, local taxpayers, and government, many of who will 
have different viewpoints that are not necessarily based on the holistic perspective 
expected by DMO management.  
 
References 
 18
Aaker, D. A. (1991). Managing Brand Equity. New York: Free Press. 
Aaker, D. A. (1996). Building Strong Brands. New York: Free Press. 
Anholt, S. (2002). Foreword. Journal of Brand Management. 9(4-5): 229-239. 
Anholt, S. (2004). Editor’s foreword to the first issue. Place Branding and Public  
 Policy. 1(1): 4-11. 
Baker, B. (2007). Destination Branding for Small Cities –The Essentials for 
Successful Place Branding. Portland: Creative Leap Books. 
Baloglu, S., & Brinberg, D. (1997). Affective images of tourism destinations. Journal  
 of Travel Research. Spring: 11-15. 
Banks, S. (1950). The relationship between preference and purchase of brands. The 
Journal of Marketing. 15 (Oct): 145-157. 
Barich, H., & Kotler, P. (1991). A framework for marketing image management.  
 Sloan Management Review. 32(2): 94-104. 
Blain, C., Levy, S.E., & Ritchie, J.R.B. (2005). Destination branding: Insights and 
practises from destination management organizations. Journal of Travel  
Research. 43(May): 328-338. 
Berthon, P., Hulbert, J.M., & Pitt, L.F. (1999). Brand management prognostications.  
 Sloan Management Review. 40(2): 53-65. 
Bonham, C. & Mak, J. (1996). Public versus private financing of state destination 
promotion. Journal of Travel Research. Fall: 3-10. 
Boo, S., Busser, J., & Baloglu, S. (2009). A model of customer-based brand equity  
 and its application to multiple destinations. Tourism Management. (In press). 
Brown, G., Chalip, L., Jago, L., & Mules, T. (2002). The Sydney Olympics and Brand  
Australia. In Morgan, N., Pritchard, A., & Pride, R. (Eds). Destination 
Branding: Creating the unique Destination Proposition. 163-185. 
Buckley, J. (1999). ‘What got us here will not take us forward’ – The case for tourism  
brand Ireland. In Cateora, P.R., & Ghauri, P.N. (Eds). International 
Marketing: European Edition. London: McGraw-Hill. pp. 586-590. 
Cai, L. (2002). Cooperative branding for rural destinations. Annals of Tourism  
 Research. 29(3): 720-742. 
Cai, L.A., Qui, H., & Li, G. (2007). Towards a competitive destination brand in a  
 mass market. Tourism Analysis. Tourism Analysis. 12(5/6): 463-472. 
Carson, D., Beattie, S., & Gove, B. (2003). Tourism management capacity of local  
 government - An analysis of Victorian local government. In Braithwaite,  
 19
R.W., & Braithwaite, R.L. (Eds). Riding the Wave of Tourism and Hospitality  
Research - Proceedings of the Council of Australian University Tourism and 
Hospitality Education Conference. Coffs Harbour: Southern Cross University, 
Lismore.  
Chacko, H.E. (1997). Positioning a tourism destination to gain a competitive edge.  
 Asia Pacific Journal of Tourism Research. 1(2): 69-75. 
Child, D. (1970). The Essentials of Factor Analysis. London: Holt, Rinehart and  
 Winston. 
Cobb-Walgren, C.J., Beal, C., & Donthu, N. (1995). Brand equity, brand preferences,  
and purchase intent. Journal of Advertising. 24(3): 25-40.  
Crockett, S.R., & Wood, L.J. (1999). Brand Western Australia: a totally integrated  
 approach to destination branding. Journal of Vacation Marketing. 5(3): 276- 
 289. 
Crockett, S.R., & Wood, L.J. (2002). Brand Western Australia: ‘Holidays of an  
 entirely different nature’. In Morgan, N., Pritchard, A., & Pride, R. (Eds).  
 Destination Branding: Creating the unique Destination Proposition. 124-147. 
Crompton, J. (1992). Structure of vacation destination choice sets. Annals of Tourism  
 Research. 19: 420-434. 
Curtis, J. (2001). Branding a state: The evolution of Brand Oregon. Journal of  
 Vacation Marketing. 7(1): 75-81. 
Daniels, M.J. (2007). The “Sleeping Giant”: Leisure tourism branding of a business 
tourism destination. Tourism Analysis. 12(5/6): 387-396. 
DeVellis, R. F. (2003). Scale Development: Theory and Applications. Thousand Oaks,  
 CA: Sage. 
Dinnie, K. (2004). Place branding: An overview of an emerging literature. Place  
 Branding and Public Policy. 1(1): 106-110. 
Dioko, D., Najarro, L.A., & So, S.I. (2005). Proceedings of The International 
Conference on Destination Branding and Marketing for Regional Tourism 
Development. Macau: Institute for Tourism Studies. December. 
Dioko, D., Najarro, L.A., & So, S.I. (2007). Proceedings of The International 
Conference on Destination Branding and Marketing – New Advances and 
Challenges for Practise. Macau: Institute for Tourism Studies. December. 
Dolnicar, S., & Schoesser, C.M. (2003). Market research in Austrian NTO and  
 RTOs: Is the research homework done before spending millions? In  
 20
 Braithwaite, R.W., & Braithwaite, R.L. (Eds). Riding the Wave of Tourism  
 and Hospitality Research - Proceedings of the Council of Australian  
 University Tourism and Hospitality Education Conference.  Coffs Harbour:  
 Southern Cross University.. 
Donald, S.H., & Gammack, J.G. (2007). Tourism and the Branded City – Film and  
 Identity on the Pacific Rim. Aldershot: Ashgate. 
Dosen, D.O., Vranesevic, T., Prebezac, D. (1998). The importance of branding in the 
development of marketing strategy of Croatia as tourist destination. Acta  
Turistica. 10(2): 93-182. 
Ekinci, Y., & Hosany, S. (2006). Destination personality: An application of brand  
 personality to tourism destinations. Journal of Travel Research. 45: 127-139. 
Ekinci, Y., Sirakaya-Turk, E., & Baloglu, S. (2007). Host image and destination 
personality. Tourism Analysis. 12(5/6): 433-446. 
Flagestad, A., & Hope, C.A. (2001). “Scandinavian Winter”; Antecedents, concepts  
 and empirical observations underlying destination umbrella branding model.  
 Tourism Review. 56(1-2): 5-12. 
Foley, A., & Fahy, J. (2003). Incongruity between expression and experience: The  
 role of imagery in supporting the positioning of a destination brand. Journal of  
 Brand Management. 11(3): 209-217.  
Gallarza, M.G., Saura, I.G., & Garcia, H.C. (2002). Destination image – towards a  
conceptual framework. Annals of Tourism Research. 29(1): 56-78. 
Gardner, B. B., & Levy, S. J. (1955). The product and the brand. Harvard Business  
 Review. March-April: 33-39. 
Gartner, W. C., & Hunt, J. D. (1987). An analysis of state image change over a  
 twelve-year period (1971-1983). Journal of Travel Research. Fall: 15-19. 
Gertner, R.K., Berger, K.A., & Gertner, D. (2006). Country-dot-com: Marketing and  
 branding destinations online. Journal of Travel & Tourism Marketing. 21(2/3):  
 105-116.  
Gilmore, F. (2002). Branding for success. In Morgan, N., Pritchard, A., & Pride, R.  
(Eds). Destination Branding: Creating the unique Destination Proposition. 
57-65. 
Gnoth, G. (1998). Branding tourism destinations. Conference report. Annals of  
 Tourism Research. 25(3): 758-760. 
Gnoth, J. (2002). Leveraging export brands through a tourism destination brand.  
 21
 Journal of Brand Management. 9(4-5): 262-280. 
Gnoth, J. (2007). The structure of destination brands: Leveraging values. Tourism 
 Analysis. 12(5/6): 345-358. 
Gold, J.R., & Ward, S.V. (1994). Place Promotion. Chichester: John Wiley &  
Sons Ltd.  
Gotham, K.F. (2007). (Re)Branding the big easy. Tourism rebuilding in post-Katrina  
 New Orleans. Urban Affairs Review. 42(6): 823-850. 
Guest, L.P. (1942). The genesis of brand awareness. Journal of Applied Psychology.  
 26: 800-808. 
Hall, D. (1999). Destination branding, niche marketing and national image projection  
 in Central and Eastern Europe. Journal of Vacation  Marketing. 5(3): 227-237. 
Hall, D. (2002a). Brand development, tourism national identity: The re-imaging of 
former Yugoslavia. Journal of Brand Management. 9(4-5): 323-334. 
Hall, D. (2002b). Branding and national identity: the case of Central and Eastern  
Europe. In Morgan, N., Pritchard, A., & Pride, R. (Eds). Destination 
Branding: Creating the unique Destination Proposition. 87-106. 
Hanlan, J., & Kelly, S. (2005). Image formation, information sources and an iconic  
 Australian tourist destination. Journal of Vacation Marketing. 11(2): 163-177. 
Hankinson, G. (2007). The management of destination brands: Five guiding principles 
based on recent developments in corporate branding theory. Journal of Brand 
Management. 14(3): 240-254. 
Hem, L.F., & Iversen, N.M. (2004). How to develop a destination brand logo: A  
 qualitative and quantitative approach. Scandinavian Journal of Hospitality and  
 Tourism. 4(2): 83-106. 
Henderson, J.C. (2000a). Selling places: the new Asia-Singapore brand. In Robinson,  
 M., Evans, N., Long, P. Sharpley, R.,& Swarbrooke, J. (Eds). Management,  
 Marketing and the Political Economy of Travel and  Tourism. Sunderland: The  
 Centre for Travel & Tourism. 207-218. 
Henderson, J.C. (2000b). Selling places: the new Asia-Singapore brand. The Journal 
 of Tourism Studies. 11(1): 36-44. 
Henderson, J.C. (2007). Uniquely Singapore? A case study in destination branding.  
 Journal of Vacation Marketing. 13(3): 261-274. 
Hooley, G., Saunders, J., & Piercy, N. (2004). Marketing Strategy and Competitive  
 Positioning. Harlow: Pearson Education. 
 22
Keller, K.L. (1993). Conceptualizing, measuring, and managing customer-based  
brand equity. Journal of Marketing. 57(January): 1-22. 
Keller, K.L. (2003). Strategic Brand Management. Upper Saddle River, NJ: Prentice  
Hall. 
Kendall, K.W., & Gursoy, D. (2007). A managerial approach to positioning and  
 branding: Eponymous or efficient? Tourism Analysis. 12(5/6): 473-484. 
Kerr, G. (2006). From destination brand to location brand. Journal of Brand  
 Management. 13(4-5): 276-283. 
Klenosky, D.B., & Gitelson, R.E. (1997). Charateristics of effective tourism  
 promotion strategies. Annals of Tourism Research. 24(1): 235-2238. 
Konecnik, M. (2004). Evaluating Slovenia’s image as a tourism destination: A self- 
 analysis process towards building a destination brand. Journal of Brand  
 Management. 11(4): 307-316. 
Konecnik, M. (2006). Croatian-based brand equity for Slovenia as a tourism  
 destination. Economic and Business Review. 8(1): 83-108. 
Konecnik, M. (2006b). Slovenia: New challenges in enhancing the value of the  
 tourism destination brand. In Hall, D., Smith, M., & Marciszewska, B. (eds).  
 Tourism in the new Europe: the Challenges and Opportunities of EU  
 Enlargement. CABI: 81-91. 
Konecknik, M., & Gartner, W.C. (2007). Customer-based brand equity for a 
destination. Annals of Tourism Research. 34(2): 400-421. 
Kotler, P., Brown, L., Adam, S., Burton, S., & Armstrong, G. (2007). Marketing. (7th  
 Ed). Frenchs Forest, NSW: Pearson Education. 
Lee, G., Cai, L.A., & O’Leary, J.T. (2006). WWW.branding.states.US: An analysis of 
brand-building elements in the US state tourism websites. Tourism  
Management. 27: 815-828. 
Martilla, J. A., & James, J. C. (1977). Importance-performance analysis. Journal of  
 Marketing. January: 77-79. 
Masberg, B. A. (1999). What is the priority of research in the marketing and  
 promotional efforts of convention and visitors Bureaus in the United States?  
 Journal of Travel & Tourism Marketing. 8(2): 29-40. 
May, C. (2001). From direct response to image with qualitative and quantitative  
 research. Presentation at the 32nd annual conference of the Travel & Tourism  
 Research Association. Fort Myers. 
 23
Merrilees, B., Miller, D., Herington, C., & Smith, C. (2007). Brand Cairns: An insider 
(resident) stakeholder perspective. Tourism Analysis. 12(5/6): 409-418. 
Morgan, N.J. (2000). Creating supra-brand Australia: Answering the challenges of 
contemporary marketing? In Robinson, M., Evans, N., Long, P., Sharpley, R.,  
& Swarbrooke, J. (Eds). Management, Marketing and the Political Economy  
of Travel and Tourism. Sunderland: The Centre for Travel & Tourism. 351- 
365. 
Morgan, N., & Pritchard, A. (1999). Building destination brands. The cases of Wales 
and Australia. Journal of Brand Management. 7(2): 102-119. 
Morgan, N., & Pritchard, A. (2002). Contextualizing destination branding. In Morgan,  
 N., Pritchard, A., & Pride, R. (Eds). Destination Branding: Creating the  
 unique Destination Proposition. 11-41. 
Morgan, N., & Pritchard, A. (2005). Promoting niche tourism destination brands:  
 Case studies of New Zealand and Wales. Journal of Promotion Management.  
 12(1): 17-33. 
Morgan, N.J., Pritchard, A., & Piggott, R. (2002). New Zealand, 100% Pure. The  
creation of a powerful niche destination brand. Journal of Brand Management. 
9(4-5): 335-354.  
Morgan, N.J., Pritchard, A., & Piggott, R. (2003). Destination branding and the role  
 of stakeholders: The case of New Zealand. Journal of Vacation Marketing.  
 9(3): 285-299. 
Morgan, N., Pritchard, A., & Pride, R. (2002). Destination Branding – Creating the  
 Unique Destination Proposition. Oxford: Butterworth-Heinemann. 
Morgan, N., Pritchard, A., & Pride, R. (2004). Destination Branding – Creating the  
 Unique Destination Proposition. (2nd Ed). Oxford: Butterworth-Heinemann. 
Mundt, J.W. (2002). The branding of myths and the myths of branding: Some critical  
 remarks on the “branding” of destinations. Tourism. 50(4): 339-348. 
Murphy, L., Moscardo, G., & Benckdorff, P. (2007a). Using brand personality to  
 differentiate regional tourism destinations. Journal of Travel Research. 46:5- 
 14. 
Murphy, L., Benckdorff, P., & Moscardo, G (2007b). Destination brand personality:  
 Visitor perceptions of a regional tourism destination. Tourism Analysis.  
 12(5/6): 419-432. 
Nickerson, N.P., & Moisey, R.N. (1999). Branding a state from features to  
 24
 positioning: Making it simple. Journal of Vacation Marketing. 5(3): 217-226. 
Niininen, O., Hosany, S., Ekinci, Y., & Airey, D. (2007). Building a place brand: A  
 case study of Surrey Hills. Tourism Analysis. 12(5/6): 371-386. 
Nuttavuthisit, K. (2007). Branding Thailand: Correcting the negative image of sex  
 tourism. Place Branding and Public Diplomacy. 3(1): 21-30. 
Ooi, C.S. (2004). Poetics and politics of destination branding. Scandinavian Journal  
 of Hospitality and Tourism. 4(2): 107-128. 
Oppermann, M. (2000). Tourism destination loyalty. Journal of Travel Research. 39:  
 78-84. 
Palmer, A. (2002). Destination branding and the Web. In Morgan, N., Pritchard, A., &  
 Pride, R. (Eds). Destination Branding: Creating the unique Destination  
 Proposition. 186-198. 
Park, S.Y., & Petrick, J.F. (2006). Destinations’ perspectives of branding. Annals of  
Tourism Research. 33(1): 262-265. 
Pechlaner, H., Raich, F., Zehrer, A. (2007). The Alps: Challenges and potentials of a  
 brand management. Tourism Analysis. 12(5/6): 359-370. 
Peirce, S., & Ritchie, B.W. (2007). National capital branding: A comparative case 
study of Canberra, Australia and Wellington, New Zealand. Journal of Travel  
& Tourism Marketing. 22(3/4): 67-78. 
Phillips, L., & Schofield, P. (2007). Pottery, pride, and prejudice: Assessing resident 
images for city branding. Tourism Analysis. 12(5/6): 397-408. 
Pike, S. (2002). Destination Image Analysis: A Review of 142 Papers from 1973- 
 2000. Tourism Management. 23(5): 541-549.  
Pike, S. (2004). Destination Marketing Organisations. Oxford: Elsevier. 
Pike, S. (2004b). Destination brand positioning slogans – towards the development of  
 a set of accountability criteria. Acta Turistica. 16(2): 102-124. 
Pike, S. (2005). Tourism destination branding complexity. Journal of Product &  
 Brand Management. 14(4): 258-9.  
Pike, S. (2006). Destination decision sets: A longitudinal comparison of stated  
 destination preferences and actual travel. Journal of Vacation Marketing.  
 12(4): 319-328.  
Pike, S. (2007a). Repeat visitors – an exploratory investigation of RTO responses.  
 Journal of Travel & Tourism Research. Spring: 1-13. 
Pike, S. (2007b). 100% Pure New Zealand. In Lukas, B., Hair, J.F., Bush, R.P., 
& Ortinau, D.J. (Eds) Marketing Research. Sydney: McGraw_Hill. 
Pike, S. (2007c). Consumer-based brand equity for destinations: Practical DMO  
 25
 performance measures. Journal of Travel & Tourism Marketing. 22(1): 51-61. 
Pike, S. (2008). Destination Marketing. Burlington, MA: Butterworth-Heinemann. 
Pitt, L.F., Opoku, R., Hultman, M., Abratt, R., & Spyropoulou, S. (2007). What I say 
about myself: Communication of brand personality by African countries.  
Tourism Management. 28: 835-844. 
Pride, R. (2002). Brand Wales: ‘Natural revival’. In Morgan, N., Pritchard, A., &  
 Pride, R. (Eds). Destination Branding – Creating the Unique Destination  
 Proposition. Oxford: Butterworth-Heinemann. pp.109-123. 
Pritchard, A., & Morgan, N. (1998). Mood marketing - the new destination branding  
 strategy: a case of Wales the brand. Journal of Vacation Marketing. 4(3): 215- 
 29. 
Pritchard, G. (1982). Tourism Promotion: big business for the States. The H.R.A. 
Quarterly. 23(2): 48-57. 
Prosser, G., Hunt, S., Braithwaite, D., & Rosemann, I. (2000). The Significance of  
Regional Tourism: A Preliminary Report. Lismore: Centre for Regional  
Tourism Research. 
Reich, A.Z. (1997). Improving the effectiveness of destination positioning. Tourism  
 Analysis. 2: 37-53. 
Richardson, J., & Cohen, J. (1993). State slogans: the case of the missing USP.  
 Journal of Travel & Tourism Marketing. 2(2/3): 91-109. 
Russell, S. (2008). Selling down under. B & T. 1 August. p. 13. 
Ryan, C. (2002). The politics of branding cities and regions: the case of New Zealand.  
In Morgan, N., Pritchard, A., & Pride, R. (Eds). Destination Branding: 
Creating the unique Destination Proposition. 66-86. 
Scott, N. (2002). Branding the Gold Coast for domestic and international markets. In  
 Laws, E. (Ed). Tourism Marketing: Quality and Service Management  
 Perspectives. London: Continuum. 197-211. 
Scott, N., & Clark, S. (2006). The development and tracking of a branding campaign 
for Brisbane. In Prideaux, B., Moscardo, G., & Laws, E. (Eds). Managing  
Tourism & Hospitality Services – Theory and International Applications.  
CABI: 300-313. 
Shanka, T. (2001). Tourist destination slogans as unique selling propositions: The  
 case of African tourism. Tourism Analysis. 6: 53-60. 
Sheehan, L.R., & Ritchie, J.R.B. (1997). Financial management in tourism: a  
 26
 destination perspective. Tourism Economics. 3(2): 93-118. 
Slater, J. (2002). Brand Louisiana: ‘Come as you are. Leave Different. ®’.  In  
 Morgan, N., Pritchard, A., & Pride, R. (Eds). Destination Branding: Creating  
 the unique Destination Proposition. 148-162. 
Tasci, A.D.A., Gartner, W., & Cavusgil, S.T. (2007). Measurement of destination 
brand bias using a quasi-experimental design. Tourism Management. 28:  
1529-1540. 
Tasci, A.D.A., & Kozak, M. (2006). Destination brands vs destination images: Do we 
know what we mean? Journal of Vacation Marketing. 12(4): 299-317. 
Tourism Research Australia. (2008). Through the Looking Glass: The Future of  
 Domestic Tourism in Australia. Canberra: Tourism Research Australia. 
Vanhove, N. (2005). The Economics of Tourism Destinations. Oxford: Elsevier. 
Williams, A.P. & Palmer, A.J. (1999). Tourism destination brands and electronic  
 commerce: Towards synergy? Journal of Vacation Marketing. 5(3): 263-275. 
Williams, P.W., Gill, A.M., & Chura, N. (2004). Branding mountain destinations: The  
 battle for “playfulness”. Tourism Review. 59(1): 6-15. 
Woods, M., & Deegan, J. (2003). A warm welcome for destination quality brands: the 
example of the Pays Cathare region. International Journal of Tourism  
Research. 5: 269-282. 
Woodland, M., & Acott, T.G. (2007). Sustainability and local tourism branding in 
England’s South Downs. Journal of Sustainable Tourism. 15(6): 715-734. 
Woodside, A.G. (1982). Positioning a province using travel research. Journal of  
 Travel Research. Winter: 2-6. 
Woodside, A.G., Cruickshank, B.F., & Dehuang, N. (2007). Stories visitors tell about  
 Italian cities as icons. Tourism Management. 28:162-174. 
Yeoman, I., Durie, A., McMahon-Beattie, U., & Palmer, A. (2005). Capturing the  
 essence of a brand from its history: The case of Scottish tourism marketing.  
 Journal of Brand Management. 13(2): 134-147. 
Yin, R.K. (2002). Case Study Research: Design and Methods. (3rd Ed). Beverly Hills,  
 CA: Sage. 
 
 27
Table 1 – Cases 
Author Year DMO Country Focus Author 
perspective 
Pritchard & Morgan 1998 NTO Wales Brand strategy 
development 
Academics 
Morgan & Pritchard 1999 NTO Wales, 
Australia 
Brand strategy 
development 
Academics 
Williams & Palmer 1999 
 
STO Australia Role of electronic 
media in brand 
development 
Academics 
Buckley 1999 NTO Ireland Brand strategy 
development 
Academic 
Crockett & Wood 1999 
2002 
STO Australia Brand strategy 
development 
Practitioners 
Hall 1999 
2002a 
2002b 
NTO Central & 
Eastern 
Europe 
Developing a national 
identity for newly 
independent nations 
Academic 
Morgan 2000 NTO Australia Brand strategy 
development 
Academic 
Henderson 2000a, 
2000b, 
2007 
NTO Singapore Brand strategy 
development 
Academic 
Curtis 2001 STO USA Brand effectiveness 
evaluation 
Practitioner 
Scott 2002 RTO Australia Brand strategy 
development 
Academic 
Pride 2002 NTO Wales Brand strategy 
development 
Practitioner 
Slater 2002 STO USA Brand strategy 
development 
Academic 
Morgan, Pritchard & 
Piggott 
2002 
2003 
NTO New 
Zealand 
Brand strategy 
development 
Academic 
Practitioner 
Foley & Fahy 2003 NTO Ireland Analysis of imagery Academic 
Woods & Deegan 2003 RTO France Quality measurement Academic 
Williams, Gill & Chura 2004 RTO Canada Influence of corporate 
brands 
Academic 
Hem & Iversen 2004 RTO Denmark Logo design Academic 
Ooi 2004 NTO Denmark Politics in decision 
making 
Academic 
Morgan & Pritchard 2005a 
2005b 
NTO Wales, 
New 
Zealand 
Brand strategy 
development 
Academic 
Yeoman, Durie, 
McMahon-Beattie & 
Palmer 
2005 NTO Scotland History as a retrospect 
for the future 
Practitioner & 
academics 
Scott & Clark 2006 RTO Australia Brand strategy 
development and 
tracking 
Academic & 
practitioner 
Peirce & Ritchie 2007 RTO Australia 
New 
Zealand 
Brand strategy 
development 
Academic 
Daniels 2007 CVB USA Brand strategy 
development 
Academic 
Niininen 2007 RTO England Brand strategy 
development 
Academic 
Pike 2007b NTO New 
Zealand 
Brand positioning 
research 
Academic 
Gotham 2007 RTO USA Rebranding post-
disaster 
Academic 
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Table 2 – Research publications 
Author Year Focus Country Level Participants 
Dosen, Vranesevic & Prebezac 1998 Brand image analysis Croatia NTO Visitors, students 
Nickerson & Moisey 1999 Identifying positioning 
attributes 
USA STO Visitors 
Shanka 2001 Positioning slogans Botswana, Burkina Faso, 
Ethiopia, Madagasgar, 
Malawi, Mauritius, 
Morocco, Nigeria, 
Senegal, Zambia 
NTO Tourism practitioners 
Students 
Brown, Chalip, Jago & Mules 2002 Contribution of event 
branding  
Australia STO DMO & event 
practitioners 
Cai 2002 Conceptualising destination 
branding 
USA RTO Consumers 
Konecnik 2004 Brand image analysis Slovenia NTO Tourism practitioners 
Konecnik 2006a, 2006b Brand equity Slovenia NTO Consumers 
Hanlan & Kelly 2005 Image formation Australia RTA Visitors 
Blain, Levy & Ritchie 2005 Definition, Logos International CVB DMO practitioners 
Ekinci & Hosany 2006 Brand personality International NTO Travellers 
Tasci & Kozak 2006 Definitions International N/A Practitioners, academics 
Park & Petrick 2006 Definitions International NTO, STO DMO practitioners 
Woodland & Acott 2007 Stakeholder consultation England RTO Tourism practitioners 
Murphy, Moscardo & Benckdorff 2007a, 2007b Brand personality Australia RTO Visitors 
Woodside, Cruikshank & Dehuang 2007 Brand netnography Italy RTO Visitors 
Nuttavuthisit 2007 Negative imagery Thailand NTO Consumers 
Pechlaner, Raich & Zehrer 2007 Umbrella brands Italy, Austria RTO Tourism practitioners 
Phillips & Schofield 2007 Host community image England RTO Residents 
Merrilees, Miller, Herington & 
Smith  
2007 Host community image Australia RTO Residents 
Ekinci, Sirakaya-Turk & Baloglu 2007 Brand personality Turkey NTO Visitors 
Cai, Qiu & Li 2007 Brand image analysis China STO Visitors 
Kendall & Gursoy 2007 Brand positioning Italy, Egypt, Morocco, 
Spain, Greece, Cyprus, 
Malta, Turkey 
NTO Secondary data 
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Tasci, Gartner & Cavusgil 2007 Image bias  Turkey NTO Students 
Donald & Gammack 2007 Film imagery Australia, China, Hong 
Kong 
NTO, RTO Consumers, practitioners 
Konecnik & Gartner 2007 Brand equity Slovenia NTO Consumers 
Pike 2007c Brand equity Australia RTO  Consumers 
 30
Table 3 – Conceptual papers 
Author Year Focus 
Flagestad & Hope 2001 Regional umbrella brands 
Ryan 2002 Politics in destination branding 
Morgan & Pritchard 2002 Contextualising destination branding 
Mundt 2002 Myths of branding destinations 
Palmer 2002 The role of high speed technologies 
Gilmore 2002 Destination branding success factors 
Pike 2004b Destination brand slogan effectiveness criteria 
Pike 2005 Destination branding complexity 
Hankinson 2007 Framework for destination brand management 
Gnoth 2007 Structure of destination brands 
 
 
Table 4 - Website content analysis 
Lee, Cai & 
O’Leary 
2006 Brand building 
elements 
USA STO 
Gertner, 
Berger & 
Gertner 
2006 Place name 
domains 
Global NTO 
Pitt, Opoku, 
Hultman, 
Abratt & 
Spyropoulou 
2007 Brand personality 
dimensions 
Angola, Botswana, Ghana, Kenya, Malawi, 
Morocco, South Africa, Swaziland, Zambia, 
Zimbabwe 
NTO 
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RESEARCH STREAM 1 
 
 
Destination brand identity 
development 
 
 
Key issues 
 
 DMO politics 
 Brand vision 
 Brand personality 
 Brand hierarchy 
 Umbrella brands 
 Place brand 
 Domain names 
 Brand champion 
 Brand community 
 Rebranding 
RESEARCH STREAM 2 
 
 
Destination brand 
positioning 
 
 
Key Issues 
 
 Place name 
 Slogan 
 Logo 
 Marketing 
communication tactics 
 Potential licensing 
revenue 
 Electronic media and 
place name domains 
 Repositioning 
 
RESEARCH STREAM 3 
 
 
Destination brand equity 
measurement and tracking 
 
 
Key Issues 
 
 Stakeholders’ equity: 
host community, 
visitors, non-visitors, 
local travel trade, 
travel intermediaries 
 Performance 
measurement 
models:  
o brand 
salience 
o brand 
associations 
o perceptions of 
quality 
o brand loyalty 
 Place history 
 
Figure 1 – Destination branding research streams 
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 Table 5 – Sample characteristics 
  2003 
n 
2003 
Valid % 
2007 
n 
2007 
Valid % 
Gender Male 
Female 
Total 
199 
324 
521  
38.0% 
62.0% 
169 
275 
444    
38.1% 
61.9% 
Age 18-24 
25-44 
45-64 
65+ 
Total 
  16 
212 
244 
  50 
522 
3.1% 
40.6% 
46.7% 
  9.6% 
  16 
166 
205 
  56 
443 
3.6% 
37.5% 
46.3% 
12.6% 
Annual household 
income 
Less than $78,000 
$78,000 or more 
Total 
372 
136 
508 
73.2% 
26.8% 
243 
190 
433 
56.1% 
43.9% 
Marital status Single 
Married/permanent partner 
Separated, divorced, widowed 
Total 
  57 
395 
 
  70 
522 
10.9% 
75.7% 
 
13.4% 
  50 
335 
 
  58 
443 
11.3% 
75.6% 
 
13.1% 
Number of 
dependent 
children 
0 
1-2 
3+ 
Total 
283 
182 
  56 
521 
54.1% 
34.8% 
10.7% 
238 
163 
  44 
445 
53.5% 
36.6% 
  9.9% 
Highest level of 
education 
High school 
TAFE 
University graduate 
Other 
Total 
211 
123 
164 
   22 
520 
40.6% 
23.7% 
31.5% 
  4.2% 
149 
101 
147 
  48 
445 
33.5% 
22.7% 
33.0% 
10.8% 
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Table 6 – Brand associations 
Cognitive items Importance
2007 
Sunshine Coast Gold Coast Northern NSW Fraser Coast Coral Coast
Suitable accommodation 6.2 5.9 5.4 5.3 5.3 5.1 
Good value for money 6.1 5.4 4.4 4.9 5.1 5.1 
A safe destination 6.1 5.7 4.1 5.1 5.5 5.4 
Affordable packages 5.4 5.1 4.5 4.7 4.7 4.9 
Beautiful scenery 5.4 6.2 5.3 6.2 6.1 5.6 
Pleasant climate 5.3 6.3 6.0 5.8 6.0 5.8 
Within a comfortable 
drive 
5.2 6.2 6.2 5.2 4.6 3.8 
Uncrowded 5.2 4.5 2.7 4.5 5.0 5.0 
Good cafes and restaurants 5.1 5.6 5.4 5.2 4.4 4.4 
Friendly locals 5.0 5.0 3.7 4.9 5.1 5.2 
Lots to see and do 4.9 5.7 5.7 5.4 5.4 5.0 
Good beaches 4.8 6.2 6.0 5.9 5.6 5.1 
High levels of service 4.7 5.5 5.3 5.0 4.6 4.4 
Places for swimming 4.7 6.2 6.1 5.8 5.6 5.3 
Not touristy 4.4 3.8 2.1 3.8 4.1 4.6 
Places for walking  4.3 5.2 4.1 5.1 5.6 4.5 
Family destination 4.3 5.8 5.1 5.1 5.6 5.4 
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Good shopping 3.9 5.2 5.7 4.4 3.7 4.0 
Historical places 3.9 4.0 3.1 4.4 4.5 4.6 
Marine life 3.9 5.3 5.0 4.9 5.5 5.3 
Water sports 3.1 5.5 5.5 4.9 5.0 4.7 
Trendy atmosphere 3.0 5.3 5.5 5.0 3.8 3.5 
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Table 7 –  Exploratory Factor Analysis 
Factor Alpha Factor 
Loadings
Eigenvalue Variance Comm.
1. Upmarket 
Good cafes/restaurants 
High level of service 
Shopping 
Trendy atmosphere 
.73  
.78 
.78 
.70 
.60 
3.925 21.8%  
.66 
.65 
.56 
.55 
2. Beach 
Places for swimming 
Good beaches 
Good climate 
.72  
.82 
.81 
.54 
1.929 10.7%  
.72 
.74 
.41 
3. Outdoors 
Marine life 
Historical places 
Walking tracks  
Water sports 
.64  
.72 
.65 
.62 
.59 
1.854 10.3%  
.59 
.64 
.45 
.62 
4. Escape 
Uncrowded 
Not touristy 
Friendly locals 
.66  
.83 
.66 
.66 
1.640   9.1%  
.71 
.50 
.52 
5. Value for money 
Value for money  
Safe 
Affordable packages 
Family destination 
.57  
.78 
.73 
.67 
.42 
1.290   7.2%  
.62 
.60 
.58 
.53 
Total Variance    59.1%  
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Table 8 – Destination performance by factor 
 
Factor Imp. Gold Coast Sunshine Coast Northern NSW Fraser 
Coast 
Coral Coast 
1. Upmarket 4.14 5.43 5.38 4.87 4.05 4.02 
2. Beach 4.90 6.02 6.20 5.80 5.73 5.38 
3. Outdoor activity 3.78 4.47 5.00 4.81 4.81 4.82 
4. Escape 4.84 2.82 4.38 4.29 4.69 4.89 
5. Affordable 5.44 4.51 5.50 4.93 5.24 5.21 
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Figure 2 – Factor-analytic Importance-performance analysis 
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Table 9 – Affective images 
Affective items 
 
Sunshine 
Coast 
Gold 
Coast 
Northern 
NSW 
Fraser 
Coast 
Coral 
Coast 
Sleepy/arousing 5.2/5.1 5.3/5.3 4.6/4.6 4.3/4.3 3.8/3.7 
Unpleasant/pleasant 6.1/6.0 5.0/4. 6 5.4/5.3 4.3/5.2 5.0/4.7 
 
 
 
Table 10 – Previous and future visitation 
 2007 
Previously visited 
2003 
Likelihood of visit in next 12 
months 
2007 
Likelihood of visit in next 12 
months 
Sunshine Coast 94.6% 6.0 5.1 
Gold Coast 93.5% 5.5 3.9 
Northern NSW 72.4% 4.3 3.7 
Fraser Coast 64.9% 3.9 3.3 
Coral Coast 42.8% 3.1 2.7 
 
 
 
